Government Hospitals are largely Not for Profit Organisations, because the purpose of establishing them is to provide Health services to the community, mostly the needy; at little or no cost. Their services are invaluable and essential.
Introduction
There was little focus on marketing by Health Care Providers before the mid 1900's because they did not realized the need for it. Most Hospitals are "Monopolies" or "Oligopolies" in their Markets. (Thomas, 2005) . This means hospitals determine both the price and supply for services. The Patients have little or no say in the whole matter. Thomas (2005) further said that by mid 1990's Hospital became focused on providing quality health care and as part of its responsibility to the community with its constituents using Public Relations Practices. At this time Health care Industry saw only the Physicians and donors as worthy audiences, so little or no attention was given to Patients who are the consumers. However, with government involvement, governmental relations became an essential function for the Health Care Public Relations and Marketing Staff (Burdette, 2007) .
Government became involved in health care by establishing hospitals and introducing various reforms to the Industry. Health care is something everyone needs and is also vital to human existence. Government Hospitals are mostly Not for Profits and are set up to provide humanitarian services to the community. This makes it different from those set up by individuals, known as Private Hospitals or For Profit Hospitals. Private Hospitals though also perform humanitarian services, does not see this function as its prerogative. Not for Profit Hospitals now faced several challenges amongst which includes: Over capacities, increased competition, lack of facilities, inadequate funding and increased complaint from Patients about quality of health care delivery from Not for Profit Hospitals. All these challenges must be managed for Not for Profit hospitals to be able to achieve its organizational objectives. Health care Providers have realized that one of the ways to manage these challenges is the use of Hospital Marketing. Burdette (2007) wrote that with the shift to consumerism, Health Care Marketers quickly adopt traditional marketing methodologies, focusing on the 4 Ps -the Product, Place, Price, and Promotion. She noted that consumers sought for information before purchasing appliances and other product, it is natural to expect them to do the same thing for health care which is something vital. There are few meaningful methods for distinction and differentiation by marketers because Patients did not play active role in marketing. Patients based their opinions on superficial factors such as the appearance of hospital facilities, amenities and tastiness of the hospital food. (Thomas,2005 ) .The use of print advertising , bill boards, television, and radio by Health Care Marketers therefore gave way to a more informed and demanding consumers. With employers and consumers now emerging as buyers of health care services, the focus on Physician has taken a back seat to consumer directed marketing (Thomas, 2005) .
Literature Review
There have been very few works in the area of Hospital Marketing; an attempt has been made in considering some of the Scholars' contributions in the Introduction. The works of Burdette (2007); Thomas (2005) ; Fastenmeier and Leuca (2006); and Anand and Chakravarti (1981) have proved to be good sources of materials for this study. Their contributions serve as foundation upon which this research is built, effort have therefore been made to acknowledge their contributions appropriately.
Definition of Concept -Marketing
Marketing have been defined in various ways but effort would be made to consider few of these definitions that are relevant to this study. In this regards Kotler and American Marketing Association's definition would be considered.
American Marketing Association (2007) defined Marketing as "an organizational function and a set of processes for creating, communicating, and delivering values to customers and for managing customer relationships in ways that benefit the organization and its stakeholders."Kotler (1975) described Marketing as "an umbrella term", Marketing refers to any means of promotion devoted to the ends indicated in the definition.
Public Relations
The word Public is not very easy to define but according to Anand and Chakravarti (1981) 
Methodology
The data in this study were collected through Survey method and the instrument used was the Proforma type questionnaire administered to both Health Care Marketing Staff and Patients in twenty out of the One hundred and thirty five Government Hospitals in the Kwara State. The breakdown of the total one hundred and thirty five Government Hospitals is presented in Table 1 Correlation and Regression analysis were the Statistic used to test for the hypotheses mentioned above. The Correlation analysis was employed to determine the relationship between the Incomes received from Patients and the estimated Marketing budgets for the Health Care Organisations. Regression was also used to examine the contribution of Marketing and Public Relations activities to the success of these Not for Profit Hospitals. The construct and encoding of the variables were measured via several indicator variables. This has been operationalised on Likert Like Scale ranging from "1" (representing Poor) to "6" (representing Excellent) and "1" (representing Strongly Disagree) to "5" (representing Strongly Agree). Other measures include "1" for Available and "2" for Not Available; "1" for Adequate and "2' for Not Adequate and "1" for Adequately Provided, "2" for Not Adequately Provided and "3" for Not Available. The operationalisation of the constructs and wording of the respective indicator variables are displayed in the Appendix.
Discussion and Results
The findings of Hypothesis 1(H 1) specify that Income received from patients positively correlates with the Hospital Marketing Budget. The correlation is significant at the 0.01 level, and the coefficient of correlation equals to 0.853. This shows a high level of correlation (Table 2 Appendix). Hence, we reject the Null Hypothesis that Income from Patient does not positively correlates with the Hospital Marketing Budget. This result confirms that increase in Hospital spending on Marketing and Public Relations will bring about corresponding increase in Income received from Patient. Table 3(Appendix) shows the Cross Tabulation for the various types of Hospital and their Estimated Marketing Budgets. In the table 200 respondents gave their estimated marketing budget to be between the range of N750000 and N3 Million per annum, 140 respondents indicated that their Hospital estimated marketing budget is between above N3 Million to N4.5 Million and 160 respondents gave their estimated Hospital marketing budget to be above N4.5 Million. This represents 40%, 28% and 32% of the total respondent survey respectively. There are 180 respondents who agreed that the Income received from Patient for Medical treatment by their hospital falls within N1 Million to N4 Million, while 160 respondents agreed that their own Income falls between the range of above N4 Million to N6 Million and also 160 respondents agreed that their Hospital received above N6 Million Income from patient per annum. This represents 36%, 32% and 32% respectively. This Information is provided in Table 4 . There are 100 respondents selected for Small Hospital and 200 respondents for both Medium and Large Hospitals. It is further shown in Table 3 Table 6 Appendix. The coefficient explains the effect of the individual variables on the dependent variable and the confidence with which we can support the estimate for each such estimate. In Table 7 (Appendix) the value of coefficient is significant, we assume estimate in column B can be asserted as true at 95% confidence level. A look at age indicates that B (0.08) lies within (0.018 and 0.142) the lower and upper bound. This suggests therefore that the null hypothesis that education, age and work experience does not have significant effect on salary is not true, hence is rejected. The alternative hypothesis that education, age and work experience have significant effect on salary of Health Care Marketing Staff is therefore accepted. The Collinearity Diagnostic ( (6) Cafeteria facilities: Patients in most cases believe their Medical bills cover not only their medical treatment but payment for feeding. Therefore, they always expect good diet and absence of it lead to complain. 
Conclusion and Recommendations
Wanless (2005) explained that Health Marketing is different from Marketing in other Industries. He said "In Health Care your marketing message must contain an element of mission, goodwill, and community service … in other Industries, it sounds a bit phony". Therefore, it is necessary for Marketing and Public Relations activities in the Government Hospitals to address the issue of community service, this should also be part of its mission and vision. Government Hospital should also ensure that it offers quality service to the Patient. According to Clarke (2004) "Quality to a Patient in health care system is access and timeliness of service …." In a similar word, Repert and Babacus (1996) wrote that "In an era of increasing competition and potential additional government regulation, a strong quality orientation can serve as a means by which a hospital differentiates itself from its competitors". The following recommendations are therefore suggested:
Government Hospital should recruit effective Health Care Marketers that would bring desired turn around in the system. Hospital should cut their cost so as to have more money for Marketing most especially advertising, staffing, equipment and research.
Employee morale should also be improved in order to get better result from them.
Hospital should focus on key opportunities in their environment. They should monitor the environment for any potential threats and convert such threats to opportunities and where it is not possible to do so capitalize on the threats.
The choice of location for Government Hospital should be accessible and visible. This will definitely serves as an advantage for Hospital over its competitors.
Revenue base of Government Hospital should be increased through marketing new point of differentiation. This will definitely make them have edge over their competitors. 
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